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Abstract 
The extent of the faithfulness of consumers to a particular brand, expressed through their repeat purchases, 
irrespective of the marketing pressure generated by the competing brands is a well-known definition of brand loyalty. 
Brand loyalty strategy is much important nowadays since it can reduced enterprise operational costs such as 
promotion, cross selling and up selling cost In the increasing trend of our society to purchase fast food rather than 
normal type of restaurant makes this research is more interesting to focus on. There are so many factors might 
influence brand loyalty, socialization factors is one of them. This research study investigates influence of family, 
peers and television advertisement towards the consumption of fast food. Out of 200 questionnaires distributed at the 
public fast food restaurant, 95 were returned. The finding indicated that television advertisement was the most 
influence variable in creating a brand loyalty followed by family.  This article ends with the suggestion for the service 
improvement and stresses the important of customization element in creating long term relationship with customer.          
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1. Introduction  
Consumer socialization is a process by which children attain skills and knowledge on consumption 
pattern (Beatty, Sharon, Talpade and Salil, 1994). Previous studies show that there are a few agents in 
consumer socialization which include parents and peers. However, many of them agreed that parents are 
the key socialization agents who influence on children consumption pattern regardless during the 
childhood or adulthood. Consumer socialization occurs when the children observed their parents 
consumption behavior during the shopping experience together. In addition, besides observation, parents 
also transferred their brand preferences to their children. For instance, parents may transfer on specific 
brand preferences for products like cooking oil, toothpaste, ketchup, coffee, liquid detergent and bread. 
When the children grow into adult, even when they are married they will purchase the same brand as their 
parents taught during their childhood. A woman may say that she stills buy every brand that her mother 
did because she scared to try new brand due to not meeting the standard or expectation. This is supported 
in a study by Yau (1994) on Chinese children, the study shows that the children seem their parents as the 
most rational and trust information sources to purchase products. Most of the research in the field of 
consumer socialization focused on childhood and adolescence phase and lack concentration on other 
phases like adulthood. The reasons behind this scenario may cause of the belief that consumer 
socialization occur as early as the children is 12 months and when they grow to the next phase other 
socialization agents tend to influence the children such as friends and peers. As Ward (1974) said, adults 
socialization is relatively more important to decision maker rather than concentrating to children and 
adolescents. Adult socialization occur as same as the earlier stage of childhood socialization. This 
research tends to investigate the influence of socialization factors as the determinant of brand loyalty 
among public fast food consumers in Malaysia.  
2. Literature Review 
2.1. Brand Loyalty  
Brand loyalty can be described as consumers affix themselves with specific brand even though the 
brand revise it price and product features.  Brand loyalty undergoes several steps where the first step the 
marketers will create brand awareness. At this stage marketers ensure that the brand exists in the market 
(Aaker, 1991). Brand loyalty give several advantages include it able to facilitate long term profit to the 
firm, decrease operating cost and increase price premium (Mustafa, 1999). Hence, it shows that brand 
loyalty is a precious asset for every brand (Mittal and Lassar, 1998).   Kotler and Armstrong (2001) 
stated that among the consumer decision making process, understanding consumers sources of 
information for the product is crucial because it is the early phase of consumer behaviour and it may 
influence the rest of the consumer decision making process. In addition to that, 
Moore, Raymond,  Mittelstaedt, and Tanner (2002) suggested that there are three main key agents that are 
identified in almost every socialization conceptualization, which are parents, peers and mass media.  
2.2 The Socialization Factors (family influence, peers influence and TV advertisement) and Brand 
Loyalty  
As stated by Shim and Koh (1996), family, especially parents, played an important role when people seek 
information for certain product. Consumers learned the basic knowledge of consumer behaviors by 
interacting with their parents. This was agreed by Mascarenhas and Higby (1993), in their study stated 
that parents influenced young consumers by letting them observe and imitate their consuming behaviors, 
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by interacting with them in their consumption, and by providing them with opportunities for guided 
consumption. Moschis, George and Churchill (1978) also found that the greater the communication 
between the children and their parents about consuming behaviors, the more economically prudent their 
consumer choices were. Parents influenced their children either directly or indirectly (McNeal, 1987; 
Neely, 2005).    
Studies found there are a strong correlation between young consumers' product purchase behaviour and 
peer influence (Mascarenhas and Higby, 1993; Moschis, 1987; Moschis and Churchill, 1987). The 
children influenced by the peers when they have a frequent interaction on brand and product preference 
(Keillor, Parker and Schaefer 1996; Moschis and Churchill 1987). In addition, finding is from previous 
research conducted by Sancho, Miguel and Aldas (2011), they stated that peers are able to influence 
adults on choosing a specific brand.  
Television viewing able to influence on consumer behavior. This is because the information presented 
focused on material world and viewer often influenced to framed their consumption behavior (O Guinn 
and Shrum, 1997). Same goes to television advertisement which marketers try to approach their brands to 
the target audience. Television advertising remains the most leading form of medium, and it s able to 
persuade on consumer behavior (Macdonald and Sharp, 2003). The correlation between the advertisement 
and the brand is nowadays very important if we value the increasing role that brands play in the adults 
daily lives and give long lasting impact (Dotson and Hyatt, 2005).    
3. Methodology     
The objective of this research study was conducted to examine which variables of consumer 
socialization most influence consumers to purchase fast food and whether the variables under consumer 
socialization (family, peers and television advertisement) influence on brand loyalty. This research study 
wanted to explore on adult consumer socialization on fast food consumption. In order to achieve the 
objectives, self-administer questionnaire were distribute to 200 respondents who had experience eating 
fast food. The distribution of the questionnaires was taken at several locations in Kuala Lumpur. The 
questionnaire consists of 20 items of five- point Likert scale to evaluate whether family, peers or 
television advertisement influencing adult loyalty towards a fast food brand and out of the 20 items in 
Likert scale, 5 items in five  point Likert scale was used to measure the consumers brand loyalty. After a 
month, there are only 95 set of questionnaires returned. 
4. Findings 
Table 1: Variables of Consumer Socialization   
Variables N Mean Std. Deviation 
Family 95 2.8716 .89771 
Peers 95 2.8232 .83430 
TV 95 3.4126 .85094 
Research objective one (RO1) wanted to measure which variables of consumer socialization most 
influence consumers to choose fast food brand. As shown in table 1, the result indicated that television 
advertisement was the most influencing variables on adult to choose a fast food brand and thus generate a 
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brand loyalty with the mean score of 3.41. The finding also showed that a family influence is the second 
dominant in influencing adults consumer to choose fast food brand with the mean score of 2.87. As 
discussed in the literature review, the finding supported the suggestion by Walgren, Ruble and Donthu 
(1995) that television advertisement is the crucial role in influencing consumer purchase decision making. 
In addition to that, a finding by Makgosa (2010) reported that majority of the respondents choose 
television as their most influencing variables in purchase decision making.  
This situation occur may cause of a strong and influential marketing activities especially television 
advertisement created by the marketers.  In Malaysia, fast food television advertisements are very 
enticing and mainly cater on local taste.  Fast food marketers are superficial in creating the television 
advertisement in visualizing their products and thus able to attract the audience. On the other hand, from 
the finding, it can be concluded that parents become a secondary agent of consumer socialization. The 
findings are contradicted with the previous research done by Caruana and Vassallo (2003) and North and 
Kotzé (2001). According to the stated researchers, they agreed that parents are the main agent of 
consumer socialization in the children purchasing decision making. The contradiction occur may cause of 
different target respondents in the research study in which the respondents in the previous research are 
children and adolescent age between 3 to 16 years old. The current study focused on adult consumer 
socialization age between 19 to 41 years old. As the children rise they may shift to other sources (agent) 
for instance peers and television advertisement. As the children shift to adulthood and leave the 
household, they needs for self-sufficiency in their purchase decision making (Arnett, 2007). This also 
agreed by Aquilino (2006), that as the children grow older and established a separate household, they 
have less influence from their parent.     
Table 2. Multiple Regressions on Consumer Socialization and Brand Loyalty 
Sig. R 2 
    
              Family .571 .000 .326 
              Peers .421 .000 .177 
              TV advertisement .573 .000 .328 
Research objective two (RO2) wanted to evaluate which variables of consumer socialization has strong 
significant influence towards fast food brand loyalty.  Table 2 reported that all variables of consumer 
socialization (family, peers and television advertisement) have significant influence on brand loyalty. 
Among the three variables, the most influence source of consumer socialization is television 
advertisement. Thus it can be concluded that the adults who were become loyal to the fast food brand was 
because of the attractive and influential television advertisement. This was supported by Lozano and 
Eugina (2005), the consumers are loyal to a certain brand because the marketers developed strategies 
which consumers are exposed from early age and extended to brand loyalty. Dotson and Hyatt (2005) also 
agreed that television advertisement is a powerful socialization agent which facilitates adults to stay on 
certain brand. From the table, it indicates that peers have weak influence in forming a brand loyalty 
among the adults consumption on fast food. Malaysian adults spend most of their time watching 
television and in the other hand in advance countries for instance Europe and U.S, adults are more expose 
to other medium of advertisement such as internet and mobile phone. Survey in Malaysia reported that 
Malaysian adults spend 10.6 hours per week viewing television (Paul Selva Raj, 2012) and previous 
survey reported that 6.7% of television advertisement in Malaysia is on fast food (Karupaiah, Chinna, 
Mee, Mei and Noor, 2008). Compared to U.S, a survey by The Nielson (2011), mentioned that American 
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adults spend between 1 to 3 hours per week watching television. In Europe, survey reported that average 
time spending by European viewing television is between 3 to 4 hours per week. (Association of 
Commercial Televison in Europe, 2011).            
5. Conclusion and Recommendation 
    The results in this research study conclude that a fast food brand loyalty among Malaysian adults were 
influence by television advertisement. Thus, it shows that television advertisement is the primary 
consumer socialization agent as compared to family and peers influence.  From the regression analysis, 
the analysis proved that television advertisement able to create a fast food brand loyalty among Malaysian 
adults. However, as a recommendation, fast food marketers should diverse their medium of advertisement 
since there are emerging of technology in Malaysia for instance online and mobile.  In addition, marketers 
should improve their service and stresses the important of customization element in creating long term 
relationship with customer. These findings are limited to three consumer socialization agents. For the 
future research, it is suggested that to consider other agents for instance culture or other marketing 
activities with mediating variables. This study only focused on fast food brand and researcher should 
investigate other products or services with enlarge the number of target population.    
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